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ABSTRACT. Branding is a huge concept that can be applied in various sec-
tors. Thus, it is highly encouraged for scholars and practitioners to know the
history of brand itself, and to comprehend the concept. Brand identity is one
of the core component of brand. Thus, the objective of this paper is to ac-
centuate the importance of having an identity in a brand. Many brand names
are built without an appropriate diagnose, which cause misperception on the
identity and conception on the brand. This research provides the history and
definition of brands by scholars, including a qualitative study on 15 brand
owners on how they create the name of their brand. According to the finding
of this research, there is a lacking on the investment on the execution of
brand. This research also initiate that the inclusion of (the owner’s) roots,
identity, and meaning of names are relevant when building an identity of a
brand.
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INTRODUCTION
A brand is like a species, or as been said in literatures as a deoxyribonucleic acid (DNA).
At its core, brand has encompasses an extensive range of focus related to the growth, care and
enhancement of the brand. The purpose of this paper is to accentuate the importance of hav-
ing an identity in a brand. The practice of having an identity attached to a brand added its
value and says what the brand wants to be. It is an incredibly valuable implementation if it
starts at an early stage as brand has a huge world on its own. Thus, the rationalization of
brand management by marketing scholars (Aaker, 2012; Brochado, Vinhas da Silva, LaPlaca,
Bruwer, & Bruwer, 2015; Kapferer, 2012; Keller, 2013; Vanauken, 2002)is important in order
to lessen misunderstandings about brand architecture. Therefore, the need to have and a
common understanding of the term “brand” is critical in order to interpret brand further.
BRAND HISTORY
In the brand history, the conception is seen as a revolutionary process, that has gone
through stages of growth in making a brand an identity attached to a product or a service
(Avis, Aitken, & Jones, 2015). The origin of the word “brand” is from the Germanic word
“brandr”, which means to burn with a hot iron(Hornby, 2015). A unique mark is used to
“brand” farm animals when farmers want to separate their animals from others. Farmers
commonly use three ways to indicate their branding; figures, numbers or letters, with the
brands being read from left to right, from top to bottom or from outside in(Rozin, 2002).
Through this process, the animals can be identified from the creative mark made by the
branding iron on their bodies that show their identity and proprietorship.
The use of animal branding as identification started as early as 2000 BC in Egypt. The
brand concept then extended to a Spanish family who adopt the branding concept of letters
and symbols as a family crest. According to Rozin(2002), this could be the start of expanding
the concept of branding to a broader range of areas.
In New Zealand, the same concept of branding was introduced in the 1850s in the Totara
Estate, Oamaru. Totara Estate, south of Oamaru, is known as the birthplace of the frozen meat
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industry in 1882 and was the first place to export its meat to the outside world after the arrival
of refrigeration concept in the country. The meat was processed and prepared at the Totara
Estate before being exported to Great Britain.  New Zealand adopted the hot iron branding
concept to indicate proprietorship of the meat produced, both locally and internationally.
A use of the word “brand” was initially noted in 1552 and was followed by the first defini-
tion of the word “marketing” in the year 1561, as found by the Oxford Dictionary lexico-
graphers(Jevons, 2005). The word “brand” then expanded in the 1950s when the advertising
world began to flourish. Towards the end of the 19th century, the development of the trans-
portation system in America aided the distribution of manufacturers’ brands, which verified
that an appropriate distribution system was essential to building strong brands(Farquhar,
1994).
SCHOLAR’S DEFINITIONS OF BRAND
To define a brand is complicated. It needs a deliberate method in providing a meaning of
brand (Blois, 2000). Thus, many efforts has been made to define the word. Barlow and Ste-
wart (2004)give a very simple and clear definition of brand as “a unique identity”. According
to the American Marketing Association (AMA) brand is a “name, term, sign, symbol, or de-
sign, or a combination of them, intended to identify the goods and services of one seller or
group of sellers and to differentiate them from those of the competition” (Keller, 2013). Da-
vis(2010) has provides an updated brand definition by the American Marketing Association
(AMA);
A brand is a customer experience represented by a collection of
images and ideas; often, it refers to a symbol such as a name,
logo, slogan and design scheme. Brand recognition and other
reactions are created by the accumulation of experiences with
the specific product or service, both directly relating to its use,
and through the influence of advertising, design and media
commentary
An additional definition to brand is;
A brand often includes and explicit logo, fonts, colour, schemes,
symbols, sound, which may be developed to represent implicit
values, ideas, and even personality.
The influence of media and media commentary are included in the updated definition pro-
vided by the AMA. This is necessary as consumers are involved in various experiences with
products or services.The term brand differentiation is replaced with brand recognition. To
leave out an important component in a definition such as brand differentiation could defeat
the essence of the brand. After all, brand recognition commenced with the presence of brand
differentiation. Specifically, brandis accepted through its distinguishing identity in making it
dissimilar from other brands; therefore, brand differentiation is an important component that
should remain in the definition.
This paper has the intentions to provide the distinctiveness and creativity that a brand
should have in building up its identity. In order for a brand to be different, one of the essen-
tials in making a product or service appeal to consumers. To be different is to be rare, to be
creative, which may indicate a positive or a negative reaction among consumers (i.e. trying
new product, anxiety, fear). A brand is expected to echo more with consumers if it has an
identification mark, symbol, word (s) or mixture of those to distinguish its product or service
from other companies, thereby creating a unique identity (Godin, 2009; Imber & Toffler,
2008; Jevons, 2005; Kotler, 1997)
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One of the first definitions of brand comes from Gardner and Levy (1955), as cited in Da-
vis(2007). They viewed brand as a symbol with deep interpretation and stories to tell instead
of just to differentiate a brand from another brand:
... a brand is more than a label employed to differentiate among
manufacturers of a product. It is a complex symbol that
represents a variety of ideas and attributes. It tells the consumer
many things not only by the way it sounds (and its literal
meaning if it has one) but, more importantly, via the body of
associations it has built up and acquired as a public object over a
period of time (p. 35).
De Chernatony and Riley (1998) brought a different aspect to defining brand by describing
the branding development by combining eight elements they believed were significant in
branding; functional capability, symbolic feature, service, name, ownership, notation, legal
protection, reduction of risk and strategic direction.
Brands start life with distinctive names, possibly endorsed by the
corporate reputation or sign of ownership. The brand's functional
capabilities become recognized and, to build a relationship with
consumers, the service component becomes important. Legal
protection is used to deter competitive infringement, but the
symbolic feature gives the brand a personality, making it more
difficult to copy. As consumer confidence increases, through
skilful presentation as a risk reducer, the brand becomes
associated with unique added values and becomes an effective
shorthand notation representing a few high quality pieces of
information facilitating rapid consumer choice.
The process, as described by de Chernatony and Riley (1998), summarizes what brand is
all about; which is to be dissimilar, to have proprietorship rights and to gain customers’ assur-
ance in their product or service. Wagner and Peters (2009)focus on protection of the brand,
they believe that “the most important function of a brand is to protect the trademark owners
from imitation.” This is because, a brand is an asset to the organization it belongs to, hence,
the need to protect the brand from illegal activities such as imitation, copying and use without
copyright.Preventing and protecting the brand from being counterfeit and customers from
being deceived is a complex task, but need to be done. Providing brand knowledge and brand
awareness to customers will help them in making a choice without being manipulated. This is
significant because the first impression and interaction that a customer has with a product or
service will largely determine their perceptions, and grab the creative attributes of what the
brand has to offer.
The customers’ perceptions develop from their experience and this happens in every inte-
raction with the brand (Hogan, Almquist, & Glynn, 2005). Godin (2009) agrees with Hogan,
et al (2005)that brand relates to customer experience. According to Godin:
A brand is the set of expectations, memories, stories and
relationships that, taken together, account for a consumer’s
decision to choose one product or service over another. If the
consumer (whether it’s a business, a buyer, a voter or a donor)
doesn’t pay a premium, make a selection or spread the word,
then no brand value exists for that consumer (Godin, 2009).
Besides playing an important role in engaging the consumer market, a brand also plays a
large part in the product and financial markets (Keller & Lehmann, 2006). Therefore, a brand
is more than just a product or service because its unique dimensions that are designed to satis-
fy the same needs(Keller, 2013).The brand of a product or service should be identifiable by its
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own unique attributes that distinguish it from other brands. Apple, Google, Honda, the All
Blacks, Adidas, and Samsung are among international brands that is known widely.  People
from most countries will know what IKEA is about, what to anticipate from a Subway and
how LEGO functions. These are among the strong brands that has their own identity and are
well-known of its unique and creative dimensions among the consumers and the general pub-
lic.
In summary, thedefinition of brandingcan be concluded as,“a brand will be understood as
a unique identity, given specifically to a product or a service, which is communicated in the
form of a term, symbol, design, sound, experience or a combination of these, to consumers.
When a brand communicates to the customers it sends a promise of what will be delivered or
experienced. Like a person, a brand must have an identity and it should be clearly revealed”
(Rashid, 2012). This definition has provided a new dimension on the brand plethora with the
addition on the importance of having its own creative identity.
METHOD
The questions posed for this study is to accentuate the importance of having an identity in
a brand. In order to understand and address the question, the researcher unfolds the findings
by using qualitative approach and interviews with 15 participants. This study has been con-
ducted in Christchurch, New Zealand. Participants for this study are the owners ofinde-
pendent coffee shop (ICS)outlet. The interviews were transcribed and analyse by using a the-
matic analysis approach.The analysis provides an interpretation of the data and what has been
discovered from this study. Activities in the outlet were recorded and reflect upon.All names
of the brands and participants were given pseudonyms to guarantee the anonymity of partici-
pants.
Figure 1. Coffee shops in Christchurch, New Zealand.
FINDINGS AND DISCUSSIONS
This research found that constructing a brand has identifiable processes that were needed
in order to achieve a distinctiveness and robustness in shaping the brand identity to enhance
its relationship with customers. Thus, this research found that obtaining a brand name is
among the primary steps that needed to be taken when creating a brand identity together with
its meaning. The researcher has categorized the findings into three (3) themes as below.
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Spontaneous Brand Name
ICS focused more on their perception of what the customer wanted. Most ICS participants
did not invest time or money on the branding implementation. The brand names that they
chose for their outlet were chosen instinctively. Three participants, who had purchased estab-
lished businesses, simply used the same brand name as what the previous owner use. One
participant used the name of the street the outlet was situated on as the name of the coffee
shop.A participant decided to just pick a random word as her coffee shop brand name:
Well… my husband said to me, ‘How did you go today? Did
you get many buyers today? How does it go?’ ‘Ouhh, it’s just a
bunch of surfers today,’ I said. So the name became The Surfers.
No one is buying today. So we call it the The Surfers café.
It was possible to create a memorable name that would noticeably increase response rates
for current and potential customers, as one of the participant who chose a short word for his
outlet name said,
Umm, I don’t know, I was throwing ideas for names when I was
in [overseas] and my friend sort of come up with ‘Luck’ and it
sort of got stuck in my head for a while, [after] six months and I
was, no, that will be fine. It’s easy to remember and I get a lot of
people who have asked me and I’m like – I don’t know. It just
sort of got stuck in my head.
Both of the participants above integrated theirconversation into their brand name, and it
has no association with the concept that was created for the coffee shop. This shows that, the
identity of the brand were not being exhaustively explored and analyzed according to the
owners vision for the ICS. Both brand namesare short, simple and easy to remember, howev-
er, they did not have a strong basis for the name which might cause difficulties in creating a
strong brand identity for their outlet. Not having the appropriate brand name could result in
customer confusion.
Associations with the Owner’s Root
According to Lawler (2015)and Choi, Ko, Kim, and Matilda (2015), althoughfounding an
identity could be as simple as looking at the fundamental roots of the outlet, it can also be a
complex process of identification. The findings of the present studyspecified that even look-
ing at the roots will not do fairness in creating an identity for a brand, it was beyond the roots.
To create a definite brand identity, the creator of the brand should be able to visualize the
characteristic of the brand and how it can fit into market. The development of the brand iden-
tification needed to be put together thoughtfully in order to produce a distinctive brand name.
One of the ICS owners relate his identity and roots to the conception of his outlet;
Tea is big, back home for us, [in country]. I don’t know about
you guys if tea is really important as well. That is why we call it
Tea Place. Tea is very famous in [country], instead of coffee
mainly.
The constancyofassociatingidentity and roots to the brand and the outlet, has reduced any
misunderstanding arising in the brand recognition process.
Applying the Owner’s Name
A participant, Patrick, is a famous personnel in New Zealand due to his extraordinary abil-
ity in coffee making, thus, he uses his name, ‘Patrick’ as the name of his outlet. Patrick dem-
Page134
onstrated his deep understanding about the consequences of having a fitting brand name. Giv-
en that he has a high profile and was popular in this industry, Patrick’s intention was attract
many customers through the use of his name.
Patrick believed that the idea of using his name was both, “good and bad”. “Good” as in
catching the attention of the customers and potential customers passing by the shop, which is
located in the urban section of the district and “bad” when the customers only goes to the
coffee shop when he was on the premises.
I think lots of people like to come here because of me, because
I’m here, and that’s why I’m trying to have a change so people
will come here regardless of who’s behind the coffee machine,
who’ll make a good coffee and give good customer service
because I don’t want them to count on me all the time, because I
cannot be here seven days a week.
This predicament directedhim to decide to make a change to the brand name. “So, it is in
the process. I want to change my logo, so I’m not going to have my name on it. So, yeah, I
want to change the brand now… ”. Patrick understood that having his name as a brand might
give an indication to customers that he is always available. This unforeseen circumstance
encouraged him to modify his brand.
The three (3) themes above indicated that a brand name plays a role in positioning its
brand among customers. A stimulated brand name ensured that an outlet stood out from the
crowd. It was even better if the name could act as a trigger for consumers, with the brand
name representing the meaning of the outlet. For example, if the name of the outlet isCengkeh
(clove), it may suggest that this outlet has some connotation with Malay concepts (such as the
menu or the interior decoration).
Stimulating brand name may offer easy brand recognition and it may also reduce the
branding route required, especially in creating an identity for the outlet, unlike a spontaneous
brand name. The right brand name is generally easy to relate to, descriptive, has a story re-
lated to it,and has a strong meaning behind it. This finding is in agreement with Boyle (2003)
who asserted that there are two reasons why the brand name is important for brand building,
first, consistency in being different, and second, has considerable indication of feeling at-
tached.
CONCLUSION
From the data collected, it is found that, there is a lack of brand identity element imple-
mentation in the ICS operations. This may have resulted from a lack of funds for the purpose
of designing logos, providing uniform designs for cups and saucers, and other brand related
elements. Another possible reason for paying less attention to brand elements might have
been that the ICS owners were not aware of their impact of these on their customers. The
consequence will be highly weighed on the engagement of the customers with the identifica-
tion of the ICS; hence, further attention should be given when associating the brand with
these presentations. This study found that creating a brand identity has identifiable and con-
tinuous processes in order to attain a distinctiveness and sturdiness in shaping the brand iden-
tity to enhance its relationship with customers.Future studies mayexplore on consumer per-
ceptions regarding their emotional involvement with a certain outlet(s) and examine the de-
gree to which brand identity mediates their involvement. It would be particularly enlightening
to record the customer’s perspective on this issue.On a broader spectrum, a brand reflect the
owner’s identity and vision, thus, it is significant of the owners to retain the roots of the crea-
tor identity into the brand.
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